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Abstract
The main purpose of this research is to determine the relationship between personal cultural and professional values and the 
academicians marketing ethics. Marketing ethics is about moral evaluations of decisions and actions as right or wrong on the 
basis of commonly accepted principles of behaviour in marketing. A survey of academicians was conducted to determine the 
factors that are related to the academicians’ marketing ethics using these dimensions: Collectivism, Uncertainty Avoidance, 
Power Distance and Professional Values. Marketing ethics is assessed using Vittel Marketing norm scale. From 150 
questionnaires distributed to  the academicians in higher learning institutions in Malaysia, 124 respondents were collected. Data 
were analyzed using several methods such as descriptive statistics, correlation, and regression. The findings showed that 
uncertainty avoidance and professional values were the factors that influence academicians’ marketing ethics. Since the result of 
the study showed that uncertainty avoidance and professional values are the main factors that influence the marketing ethics of 
academicians, the management of the high learning institutions  would perhaps look into methods and ways of cultivating the 
professionalism among the academicians in order for them to possess a good marketing ethics.
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1. Introduction
Much has been discussed about marketing ethics and the major factors that influences one’s perceived and 
practiced marketing ethics. B o r k o w s k i  ( 1 9 9 8 )  revealed that both personal cultural value and professional
value had the biggest impact towards marketing ethics and ethical decision making. S i r g y  e t a t l . , ( 2 0 0 6 )  
s u g g e s t e d  i t  i s  i m p o r t a n t to analyze how personal cultural values and professional values underlie the
perceived marketing ethics of academician. The reason academicians are chosen is because there has been no
prior research done on this group and statement claims that there will be a significant differences between the
ethical behavior between nonstudent marketing practitioner and the academicians.. Yoo (2002) has suggested that for 
future research directions, researcher can focused on researching business p ro fe s s io na l s ’ a nd
acad e mi c i a ns ’ marketing ethics. In this research, we will investigate the cultural value which is measured at
individual level, that affects the marketing ethics and will also identify another strong value that has the same
impact on marketing ethics which is the professional cultural value as being identified by Singhapakdi. et al 
(2001). The purpose of this are to determine whether collectivism influence, uncertainty avoidance, power distance, 
and professional values influence the academician’s marketing ethics.
2. Literature Review
2.1. Marketing Ethics  
Velasquez (2002) stated that ethics is an important element in marketing decisions making. Dibb. et al (2001)
defined ethics as “relate to moral evaluations of decisions and actions as right or wrong on the basis of
commonly accepted principles of behavior” and marketing ethics “are the moral principles that define right or
wrong behavior in marketing”. Vitell. e t  a l  (1986) defined marketing ethics as “inquiry into the nature and
grounds of moral judgments, standards, and rules of conduct relating to marketing decisions and marketing 
situations”.  According to Yoo (2002), “marketing is considered as the most unethical of business functions and
most marketing practices have been criticized as such”. Greenman (1999) came  to  agreed  that  an individual  
will apply ethical guidelines based on different moral philosophies or ideologies when making decisions 
involving ethical problems. Dibb. et al (2001) have determined three factors that interact to determine ethical
decision in marketing which are individual factors, organization relationship and opportunity. For individual
factors, moral philosophies are principle or rule that individual use to determine appropriate behavior. The
more people are exposed to unethical activity in the organization environment, the more likely they are to be
unethical themselves. This relates to the organization relationship which directly refers to the cultural value of an
organization.
2.2. Collectivism
Collectivism pertains to people who “from birth onwards are integrated into strong, cohesive in groups, 
which throughout people’s lifetime continue to protect them in exchange for unquestioning loyalty” (Dunfee 
. et al 1999). Collectivist is likely to act as members of the groups rather than individuals. The collectivists prefer
to emphasize “we” rather than “I”. While individualists pursue self-interests, individual expression, and prefer
loose ties between individuals in a society and organizations as compared to more formal ties (Bodkin and 
Stevenson 2006). Collectivists are more likely to strive for group success rather than personal achievement and
they tend to adopt the ideological identity of their authorities (Beltramini. et al 1985). As collectivists are
vulnerable to in-group influences and loyal to in-group norms, they are expected to consider marketing norms that
are prevalent within their marketing in-group. Collectivists value the in-group’s opinions and are willing to
make a joint decision with their in-group members. Hence, collectivists may be more likely to stick to 
organizational codes of ethics even at the expense of personal interests since the welfare and goals of the group 
are of primary concern, individualists, on the other hand, may be more likely to follow their own personal codes 
of ethics.  Consequently, collectivists care about the owners and stockholders, consumers, business partners, and
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other employees because they want to build harmony with related group (Vitell, Nwachukwu, and Barnes 
1993). Therefore, collectivists are likely to consider marketing ethics that assert protection of such stakeholders.
2.3. Uncertainty Avoidance
Dibb. et al (2001) defined as “the degree to which the members of a society feel uncomfortable with 
uncertainty and ambiguity, which leads them to support beliefs promising certainty and to maintain
institutions protecting conformity”. Singhapakdi. et al (1999) cited that individuals who have high uncertainty
avoidance are more concerned with security in life, feel a greater need for consensus and written rules, and are
intolerant of deviations from standard practices in contrast to individuals with low uncertainty avoidance. The
people with strong uncertainty avoidance follow norms rigidly, whereas those with weak uncertainty avoidance are
flexible. Since those people with strong uncertainty avoidance will consider norms positively, which reduces
ambiguity among various activities, procedures, and behaviors, therefore they need to control the environment,
events, and situations. Thus, as with power distance, this could lead individuals who are high in uncertainty
avoidance to engage in questionable actions in the belief that it was best for the company.
2.4. Power Distance
Singhapakdi et. al., (1991) defined as the degree to which the members of a group or society accept the fact
“that power in institutions and organizations is distributed unequally”. In contrast to individuals with low levels
of power distance, individuals with high levers of power distance accept the inequality of power, perceive 
differences between superiors and subordinates, are reluctant to disagree with superiors and believe that
superiors are entitled to privileges. People with large power distance show greater reliance on centralization
and formalization of authority, greater tolerance for lack of autonomy, and acceptance of inequalities in 
power. Also, they accept a power hierarchy, tight control over their behaviors, vertical top-down
communication, and even discrimination. Vitell et.al,. (2003) suggested that people of large power distance are
likely to obey their superiors and follow more formal norms rather than their peers and informal norms. In
contrast, people of small power distance listen more on their peers and informal norms. This implies that
individuals with a high power distance may place their companies’ interests ahead of their own. In some cases,
this could lead such individuals to engage in questionable actions in the belief that it was best for the company.
2.5. Professional Values
Singhapakdi et.al., (1993) defined professional values as “values relating to one’s professional conduct 
that are commonly shared by the members ofa particular profession.” Gunz (1998) reviewed professional
values as: “It consists of those morally permissible standards of conduct each member of a group wants the others
to follow even in their following them would mean he/she too has to follow them.” According to the social
learning theory, an individual would develop behaviors, values, and norms for a profession through
professional socialization. Another approach, developmental theory suggests that individual moral behavior is a
result of how one understands the situations and reasons. 
3.   Methodology 
3.1. Research Design
A quantitative methodology was used in this study. This was a survey of the relationships between a variety of 
independent variables and marketing ethics (dependent variable). To further analyze the dependant variable and to
enable us to thoroughly understand it, data collected from questionnaires need to be quantified and measured,
together with the independent variables that play an important role in affecting it.
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3.2. Population/Sample
The population for this study was Malaysian Higher Learning Institution academician. This study focused on 
respondents' personal and professional values and marketing ethics.  The sample was approximately 124 staffs of 
various universities and higher learning institution. However, it was not a true random sample because every person 
in the population did not have an equal chance of being selected. 
3.3. Instrument
The questionnaire developed for the purpose of this study consists of two parts.  In the first part, the
respondent’s demographic profiles were asked such as gender, age, race, years of working experiences and 
academic qualifications. The second part is consists of 48 questions. The entire questions were based on the
dimension of personal and professional values underpinnings. This part measures the impact of personal cultural 
values and professional values on academicians’ marketing ethics. This part was divided in four (4) dimensions.
The first dimensions, “collectivism” consists of six (6) questions, the second dimensions consists 4 questions
that measure “uncertainty avoidance”, and the third dimension that measure “power distance” contained five (5)
questions.  A l l  o f  t h e s e  q u e s t i o n s were adopted from Yoo et.al (2001). T he fourth dimension which is 
“professional values” contained nine (9) questions which were adopted from Singhapakdi & Vitell (1993).
Marketing ethics consists of twenty four (24) questions adopted from Vitell et. al (1993).
3.4. Data Analysis
This study used both descriptive and inferential statistics to analyze the data and address the research questions: 
What are the factors that influenced the academician marketing ethic?  Data were analyzed using several methods 
such as descriptive statistics (frequencies and means), correlation; and regression. The marketing ethics is 
assessed using Vitell, Rallapalli, and Singhapakdi’s (1993) marketing norms scale. Based on the code of 
ethics of the American Marketing Association, these three scholars conducted an exploratory factor analysis for
their survey data and discovered four specific marketing-related norms and a general honesty and integrity norm.
The specific norms are price and distribution norms, information and contact norms (honesty disclosure of
marketing related information and contractual agreement); product and promotion norms which includes product 
design, advertising, sales promotion and finally the obligation and disclosure norms. Each norm was positively
associated with idealism, that is, “one’s acceptance of moral absolutes,” and negatively associated with
relativism, that is, “one’s rejection of universal moral principles” (Vitell, Rallapalli, and Singhapakdi 1993)
4.  Discussion of Findings
4.1. Demographic
64 (51.2%)  are female while 60 (48.0%) are male. 45 (36.1%) age between 36 to 40 years old,  3 1
(2 5 .1 %) who are between 31 to 35 years old, 23(18.9%) are between 25 to 30 years old and 25 (19.9%) are
those 40 years old and above. 48 (39.0%) had a working experience b e l o w 5  y e a r s ,  2 1  ( 2 6 . 0 % )  those
who have 6 to 10  years of working experience and  50 (40.0%) had a working experience mo r e  than  10  
yea r s .  84 (68.0%) had a master degree, 27 (22%) hold a PhD and only 13 (10.0%) hold a first degree 
qualification. 
4.2. Relationship between P e r s o n a l  c u l t u r a l  v a l u e and a c a d e m i c i a n  marketing ethics
Table 4.2 below show that there is no relationship between collectivism and academicians marketing ethics 
(r = -0.063), power distance and academicians marketing ethics are not related (r = 0.066) but uncertainty 
avoidance is related with academicians marketing ethics with moderate relationship (r = 0.515).
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Table 4.2. Correlations between Personal Cultural Values and Academicians’ Marketing Ethics.
                                                   Pearson Correlation                      p -value
Collectivism                                 -0.063                                         0.421
Uncertainty Avoidance                  0.515                                         0.003
Power Distance                             0.066                                          0.320
4.3. Relationship between c ollectivism v a l u e  and d i m e n s i o n  o f  academicians’ marketing ethics
There is a no correlation between collectivism and academicians’ marketing ethics ( r= -0.063). The
significant value is 0.421 which is much higher than the acceptable value of 0.005. Based to Table 4.3 below, 
among the five dimensions of Marketing Ethics, Collectivism shows a positive but not a very strong relationship 
with the Information and Contract Norms. Collectivism are negatively correlated with Price & Distribution Norms (r 
= -0.022), Product & Promotion Norms (r = -0.102), Obligation & Disclosure Norms (r = -0.121) and General 
Honesty & Integrity (r = -0.081). Among these four dimensions that have negative relationship with collectivism, 
Product & Promotion Norms shows a stronger relationship while the rest possesses a weaker relationship.
Table 4.3. Correlations between collectivism value and dimension of academicians ethics.
                                                                        Pearson Correlation (r)
Dimension          Price &          Information & Product &     Obligation General 
Distribution Contract Promotion &Disclosure Honesty &
Norms Norms Norms Norms Integrity
Collectivism       -0.022             0.046              -0.102 -0.121 -0.081
4.4. Relationship between Uncertainty Avoidance v a l u e s  and academicians’ Marketing Ethics
There is a significant positive correlation between uncertainty avoidance and the academicians’ marketing
ethics with a significant value of 0.003. In other words, uncertainty avoidance with academicians’ marketing
ethics are related with a moderate relationship (r = 0.515). The Table 4.4 below show that Uncertainty Avoidance
shows a positive relationship with all five dimensions of Marketing Ethics. Uncertainty Avoidance are positively 
correlated with Price & Distribution Norms (r = 0.276), Information & Contract Norms (r = 0.277), Product & 
Promotion Norms (r = 0.265), Obligation & Disclosure Norms (r = 0.153) and General Honesty & Integrity (r = 
0.342). The Pearson Correlation value for Price & Distribution Norms, Information & Contract Norms; Product & 
Promotion Norms are significant at 0.05 levels while the Pearson Correlation value for General Honesty & Integrity 
is significant at 0.01 level. Among all the five positively correlated dimensions, Uncertainty Avoidance has the 
strongest relationship with General Honesty & Integrity (r = 0.342).
Table 4.4. Correlations between Uncertainty avoidance value and dimension of academicians ethics.
                                                                         Pearson Correlation (r)
Dimension          Price &          Information & Product &     Obligation General 
Distribution Contract Promotion &Disclosure Honesty &
Norms Norms Norms Norms Integrity
Uncertainty 0.276* 0.277* 0.265* 0.153 0.342**
Avoidance
** Correlation is significant at the 0.01 level (2-tailed)
* Correlation is significant at the 0.05 level (2-tailed)
4.5. Relationship between power distance and academicians’ marketing ethics
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There is a no correlation between Power  Distance and academicians’ marketing ethics (r= 0.066).  with 
a significant value of 0.320. The result from Table 4.5 shows Power Distance have  a mix relationship with all five 
dimensions of Marketing Ethics. Power Distance are positively correlated with Price & Distribution Norms (r = 
0.009), Information & Contract Norms (r = 0.033), Obligation & Disclosure Norms (r = 0.199). On the other hand, 
Power Distance has a negative correlation with Product & Promotion Norms (r = -0.021) and General Honesty & 
Integrity (r = - 0.006). Among the three positively correlated dimensions, Power Distance has the strongest 
relationship with Obligation & Disclosure Norms. On the other hand, among the two negatively correlated 
dimensions, Power Distance has a stronger relationship with Product & Promotion Norms (r= -0.032).
Table 4.5. Correlations between Power distance value and dimension of academicians ethics.
                                                                         Pearson Correlation (r)
Dimension        Price &          Information & Product &    Obligation General 
Distribution Contract Promotion &Disclosure Honesty &
Norms Norms Norms Norms Integrity
Power 0.009 0.033                   -0.021                 0.199             -0.006
Distance
** Correlation is significant at the 0.01 level (2-tailed)
* Correlation is significant at the 0.05 level (2-tailed)
4.6. Relationship between Professional Value and Academicians Marketing Ethics:
Result from Table 4.6 show that the professional value and academicians marketing ethics are related 
with a moderate relationship (r = 0.427) with significant value at 0.00.
Table 4.6 Correlations between Professional Value and Academicians Marketing Ethics.
                                                    Pearson Correlation          Significant
Professional Value                        0.427                                  0.000
                       ** Correlation is significant at the 0.01 level (2-tailed)
4.7   Relationship between professional values and dimension of academicians’ marketing ethics
There is a significant positive correlation between professional value and academicians’ marketing ethics with 
a significant value of 0.000. We can say that both professional value and academicians’ marketing ethics are 
related with a moderate relationship (r= 0.427). Based from the Table 4.7, professional value shows a positive
relationship with all five dimensions of Marketing Ethics. Uncertainty Avoidance are positively correlated with
Price & Distribution Norms (r = 0.451), Information & Contract Norms (r = 0.263), Product & Promotion Norms (r
=0.275), Obligation & Disclosure Norms (r = 0.288) and General Honesty & Integrity (r =0.177). The Pearson
Correlation value for Price & Distribution Norms is significant at 0.01 level while Information & Contract 
Norms; Product & Promotion Norms; Obligation & Disclosure Norms are significant at 0.05 level. Among all 
the five positively correlated dimensions, Professional Value has the strongest relationship with Price & Distribution 
Norms (r = 0.451).
Table 4.7. Correlations between Professional Value and dimension of Academicians Marketing Ethics.
                                                                         Pearson Correlation (r)
Dimension          Price &          Information & Product &     Obligation General 
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Distribution Contract Promotion &Disclosure Honesty &
Norms Norms Norms Norms Integrity
Professional      0.451**         0.263*                       0.275*           0.288*          0.177
Value
** Correlation is significant at the 0.01 level (2-tailed)
* Correlation is significant at the 0.05 level (2-tailed)
4.8 Regression Analysis of professional and personal value with academicians’ marketing ethics
Refer to Table 4.8 below, The ‘Model Summary’ showed that R value of the four independent variables that
are entered into the regression model was 0.521, which is the correlation of the four independent variables
with the dependent variable. After all the inter-correlations among the four variable has been taken into
consideration, the r- square is only 0.279. This explained that only 27.9% of the four variables influence the
dependent variable which is the marketing ethics. To further elaborate what is mean by the r-square value is that
27.9% of the variance in academicians’ marketing ethics has been significantly identified by the four
independent variables. The Coefficients Table helps us to see which among the four independent variables plays 
the most important role in explaining the variance of in academicians marketing ethics by focusing on the 
‘Standardized Coefficients’ with the ‘Beta’ value. It is seen that the highest number in the column is 0.347
for uncer ta inty avo idance which is significant at 0.000 level followed by Professional value with a value
of 0.247 and is significant at 0.002. This suggests that among the four variables, b o th u n c e r t a i n t y  
a v o i d a n c e and professional values play a very significant role in influencing the academicians’ 
marketing ethics. As a conclusion, the results showed from the analysis indicate that two variables, namely
uncertainty avoidance and Professional Values were important in determining the factors that influences the
academicians’ marketing ethics.
Table 4.8. Multiple Regression Analysis.
Model Summary
Model                     R                   r  square                           Durbin Watson
1                          0.521                 0.279                                    2.060
Coefficients
Model                             B          Beta              t                 significant                  VIF
Constant                  2.411                            6.012                0.00  
Collectivism             -0.072         -0.203       -1.321                0.211                   1.162
Uncertainty 
Avoidance               0.231          0.347         3.870                 0.00                    1.031
Power                     0.037           0.128         1.275                0.301                   1.109
Distance   
___________________________________________________________________________________
Professional           0.247           0.319          3.310               0.002                    1.050
Value
5.  Conclusion and Recommendations
5.1.   Conclusion
This study has identified personal culture value and professional value as factors that affect academicians’
marketing ethics. In the correlations analysis, u ncertainty avoidance is positively and moderately (r = 0.402)
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correlated towards academicians’ marketing ethics. This finding was support by a findings which Yoo and
Donthu (2002) had done. Both of them explained that people with strong uncertainty avoidance may perceive
norms as courses of action when facing ethical situations. Following such norms may be a way for people of
strong uncertainty avoidance to avoid uncertain risky consequences that may result from violating the norms.  
Professional values are also found to have positive and moderate relationship (r = 0.387) towards the
marketing ethics of academicians. This dimension examines the professionalism possesses by the
academician towards the marketing ethics. According to social learning theory, an individual would 
develop behaviours, values and norms for a profession through professional socialization. Hence, this explains
that professional value possesses by the academicians especially marketing lecturers, plays as an important 
determinant towards the marketing ethics of  the academicians. Power Distance is n o t  (r = 0.072) towards 
the marketing ethics of academicians. This result indicates that the academicians do not see power distance as
an influence for their ethical behaviour in marketing. Thus, Power Distance might not be a very important 
factor that influences academicians marketing ethics. The Collectivism factor also not correlated (r = -0.075)
towards the marketing ethics of academicians. The relationship between both Collectivism and Marketing Ethics
of academicians is very weak. This result indicates that the collectivism factors do not influences
academicians’ ethical behaviour in marketing.  Hence, we can conclude that collectivism does not play an
important role in affecting academicians’ marketing ethics.  The regression analysis indicates that 27.9% of 
marketing ethics are explained by the independent variables namely Professional Values and Personal Cultural 
Values which consist of Collectivism, Uncertainty Avoidance and Power Distance. This means that there are still
other factors that influences the academicians Marketing Ethics which might not yet been identified. Further
study should look into other possible factors that might be influencing the academicians Marketing Ethics on
top of Personal Cultural Values and Professional Values.
5.2. Recommendations
The findings of this study are significant on both theoretical and applied level. On a theoretical level,
they add to our knowledge of relative importance of various dimensions of values that influences the marketing
ethics of academicians (e.g Personal Cultural Values and Professional Values in this study. The result of this
study indicates that both Personal Cultural Values and Professional Values play a role in influencing the 
academicians’ marketing ethics. On the applied level, the results provide information on whether an academicians’ 
will posses and behave ethically when they are involve in marketing activities such as helping their respective 
college in marketing the college brands and programmes. 
The result on this study shows that the Power Distance values play an important role in determining the 
marketing ethics of academicians. Management, under this circumstance, should be able to use this factor as
a tool to ensure that the academician possesses  a  positive and  good  marketing  ethics.  With  a  strong  
relationship  between Power Distance and Marketing Ethics, this reveals the culture of Academicians still 
willing to follow the instructions of their immediate superior or the top management. With this in mind, once
the top management drafted an ethical marketing decision, the academicians will be following on this decision
and this will ensure that the academicians are behaving ethically.
Another factor that influences the academician market ing ethic is the Professional Values possesses
by the academicians. This study indirectly reveals that academicians do understand the profession that they are
in hence it creates awareness towards the academicians that they should behave professionally. The level of
education possessed by the academicians lead them to understand the professional value better and this   will   
definitely   influences their ethical behaviour   and   decision   making.   The management should have cultivate
a positive professionalism within all academicians and thus created academicians that has a good marketing
ethics and are able to make an ethical decision whenever there is conflict arises. 
The result of this study brought implication towards the management of education institution. Since 
both Uncertainty avoidance and Professional Values are influencing the marketing ethics of academicians,
the management should play a role in cultivating positive professional values within the institutions to 
ensure that the academicians practices good marketing ethics whenever they involves in marketing activities
such as road shows or education fairs to promote their institution. The management of education institution can play
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a role in influencing the academicians to practice a good marketing ethics and pro-long the good marketing 
practices in business and marketing ethics related subjects to the students.
5.3. Future research
Future research can also focus on having various location of study. It is said that in Malaysia, the perceived
cultural value between communities and regions are not the same as being explained earlier. Future researcher
might be interested to look into how the academicians from different location perceived themselves on marketing
ethics. The outcome might be not same for different location and a comparison can be done from there.
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